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ABSTRACT 

This information packet is designed to help Ohio's 
high school and middl e/ junior high school teachers develop a plan to 
communicate and market the state's work and family life program to 
various cons t i tuencies (students, parents, guidance counselors, 
school boards, and the general public). Discussed first are the 
rationale for and intended results of action plans. Next, the 
following aspects of marketing the work and family life program are 
examined: elements and benefits of marketing (product, positioning, 
promotion, price); steps in promoting the work and family life 
program (the basics, client groups, objectives for promotion, and 
prerequi s i tes for effective promotion); and promotion methods to 
achieve awareness of the program, "presell" it, and achieve action. 
Concluding the packet are the following: suggested facts to use in 
communication/promotion; sample benefits of the program to students 
and society; guidelines for handling objections to the program; and 
suggested action plan sequence. Appended are the following: hints for 
using promotional methods for various client groups; sample facts and 
quotations for use in communicating/promoting the work and family 
life program; sample materials for promoting the program 
(tes t imonials , guidelines for developing news releases, sample action 
planning form, and sample ques t ion-and~answer sheet); and handout and 
transparency masters. (MN) 
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ACTION PLAN FOR COMMUNICATING AND MARKETING 
THE WORK AND FAMILY LIFE PROGRAM 



INTRODUCTION 

This information package is designed to help high school and 
middle and junior high school teachers develop a plan to 
communicate— in most cases, persuasively communicate— the worx 
and Family Life Program to their various constituencies: 



* Students 

* Parents 

* Guidance counselors 

* School administrators 

* School boards 

* General public 



The package is intended to be a basic promotional aid* f 3“ st ®^d 
your local initiative, information, and creativity. Ultimately, 
the success of the Work and Family Life Program is based on how 
enthusiastically you, as teachers, embrace the new program, ana 
how committed you are in your efforts to communicate the 
program ' s merits to students and others. 



THE NEED FOR AN ACTION PLAN ra 

The action plan reflects both a need and an opportunity. Tnere 
is always a need to communicate about something new to those 
persons for whom a product or service was designed. 

The Emerson adage "...build a better mousetrap and people will 
beat a path to your door" is not necessarily true: 

* People must first learn that you built that new 
mousetrap (INFORMATION). 

* They must want to find a better way to get rid of 
mice (A NEED) . 

* If other alternative products exist, you may have 
to convince people that your product is better 
than those competing products (PERSUASION) . 



No matter how wonderful the Work and Family Life program is, you 
must communicate this program to all those who will have an 
impact on its success . 



This program also creates a good opportunit y to communicate. 
Marketers often modify products and services just to have 
something new to get their customers’ attention. On the other 
hand, truly new products, different from anything that now 
exists, are unique and have a natural excitement about them. 
People want to know about the new or latest product and, equally 
important, the news media want to write articles about something 
new and different— or something with a new twist. The Work and 



6 



Family Life program creates a great opportunity to get free 
publicity — whether the program is really new in your community or 
whether it simply provides an opportunity to promote a new image 
for your program. The field of home economics also has an 
opportunity to change its image, attract more students in public 
schools to elect courses offered by home economists, and attract 
men and women to the profession. 

1.2 WHAT THE ACTION PLAN WILL PROVIDE 

The action plan will provide the following for middle, junior 
high and high school teachers: 

1. An overview of what we mean by "marketing" and 
"communication" and the goals and benefits from these 
activities 

2. The clients/customers (sometimes referred to as 
"publics") whose support you need 

3. Marketing/promotion ideas and methods, and some hints 
on do's and don'ts 

4. Collected facts that might be included in your 
communication to various client groups 

5. A sampie list of "benefits" to emphasize in your 
communication to various client groups 

6. A list of possible "objections" some people might raise 
regarding the Work and Family Life program (with some 
suggestions on how to answer those objections, and what 
to do if you can't answer them) 

7 . An action plan form and suggested sequence for 
implementing the action plan 

8. Some sample materials to get you started 

* A master set of transparencies for a basic 
presentation about the Work and Family Life 
program 

* Testimonials from constituent groups who have 
already implemented the new program 

* A guideline for news releases (with samples) 

2.0 MARKETING THE WORK AND FAMILY LIFE PROGRAM 

2.1 WHAT IS MARKETING, AND WHY IT IS NEEDED? 

Actually, the Work and Family Life Program has already been 
marketed! Marketing includes much more than just promoting a 
product or program. It starts with: 
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2.1a 



2.1b 





1. Identifying the target market of clients/customers (in 
this case, students, parents, etc.) to be served. 

2 . Understanding their needs and wants . 

3. Evaluating the product/service (in this case, the 
education program) that is being offered to those 
clients to satisfy their needs. 

The Product — . 

If the "product" is not what the customer wants or neeas,^ 
then marketing calls for product modification, new product 
development, or better communication to create a perceive 
need for the existing product. Essentially, that is what 
has happened in regard to the home economics curriculum in 
the State of Ohio, and elsewhere. The product has been 
dramatically altered, and new educational "products 
developed, in order to better meet the needs of students. 
Your challenge is to help students and other client 9^ ou P® 
understand and want the benefits of the Work and Family L e 
program. 



Another aspect of marketing is " competi tive positioning. 

Creating the desired image of the produc t or 
service in comparison with competing pro ducts 
and services - 

The Work and Family Life Program is helping to alter the 
image of home economics and, therefore, of home economists. 
Thus, the image of the profession is being changed and, 
hopefully, enhanced with the marketing efforts coordinated 
with a new public school curriculum in home economics. A 
recent study conducted by the Ohio Home Economics 
Association found that the image of home economics as an 
outdated, traditional image primarily involving "sewing and 
cooking" persists. The new program is consistent with one 
of the major conclusions of that study; i.e., that the 
curriculum in home economics needs to be revised to 
emphasize those areas that students, their parents, and 
professional educators see as most valuable. The core areas 
of the Work and Family Life Program provide this changed 
emphasis . 

Having the desired image is more than a nicety; it is 
essential in a world where one academic field competes with 
other academic fields for students' interest. "Image" helps 
identify and distinguish home economics from other fields of 
study; and an accurate, positive image would help home 
economists to promote the advantages of their program to 
prospective students . 
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Promotion — 

This is the area within marketing where we communicate the 

advantages of the product or service to the target client 

groups in order to: 

1 . Provide them with the necessary information about the 
program so that they understand it. 

2. Show them the benefits of "buying" the product or 
service in order to achieve your desired objective 
(e.g., to get students to enroll in home economics 
classes). 

3. Anticipate the questions or objections that the 
prospective customer might raise, and to be prepared to 
answer them to his or her satisfaction. 

4. Persuade prospective clients that their product/service 
is better than competitors (e.g., to persuade students 
that the Work and Family Life elective courses are more 
beneficial to them than other elective options). 



Price — 

The questions and objections raised by clients reflect the 
" price " they feel they are being asked to pay for the 
product or service. In the case of an educational program, 
the price includes the opportunity cost of what else they 
can not take or do if they take a home economics class or 
classes. Thus, it is important to anticipate and 
effectively answer such questions. This is a critical part 
of marketing communication. 

HOW TO PROMOTE THE WORK AND FAMILY LIFE PROGRAM 

First of all, remember that promotion is communication with a 
persuasive intent. There is no great secret to successful 
promotion for any product or service, including an education 
program. Marketing or promotion experts do not have a corner on 
great ideas. Frequently, those who are creating and delivering 
the product or service may have some of the best ideas on how to 
promote their programs. In fact, many of you have been 
effectively promoting your programs for many years. Now you 
simply turn your energies to communicating, persuasively, about 
the Work and Family Life program that you establish in your 
school . 

The Basics — 

The basic elements of successful promotion are fairly 
simple: 

1. Determine with whom you want to communicate . If there 

4 
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are several target groups , you may have to develop more 
than one promotion program. You may also have to 
prioritize those client groups if you have limited 
resources (time, person-power, and/or money) . 

2 . Know your communication objective with each client 
group — what specifically you want to achieve. 

3. Find out what the needs are of the target client group 
that relate to your product or service. While student 
needs will be most prominent in your planning (since 
students are the primary customer), you should not 
forget the needs of the other target client groups to 
whom you are aiming your promotion. 

4. Know your product or service (not only being able to 
accurately describe its features, but also knowing how 
it is useful — what benefits it provides to your 
customers). You must know what advantag es your program 
has over competition (in this case, other elective 
options for students in your school) 

5. Anticipate what objections customers might have to your 
product and be prepared to address those issues in your 
communication. 

5 . Find the best vehicle or method to co mmunicate your 
program to each customer. or client group within your 
budget . 

7 . Involve students and FHA/HERO in planning and 
implementing your promotional program. 

Client Groups — 

As indicated previously, your client groups for the Work and 

Family Life program are fairly clear: 

1. Prospective students 

2. Parents of prospective students 

3. Guidance counselors 

4. School administrators: 

★ Principals 

★ Superintendents 

★ Curriculum directors 

6 . School board members 

7. General public 
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Objectives for Promotion — . . „ 

While each teacher may want to define hi s/her own D rimarv 

objectives, certainly the following are three o« the fTlmary 

objectives for promoting the Work and Family Life program. 

1. Make students and other constituents aware of the 
program and its value to them* 

2. Encourage students to elect Work and ’JtifjJi 

courses in their middle school and/or high, school 

curriculum. 

3 Chanae the image of home economics (which, of course, 

3 ‘ supports thepreceding objective) A Positive image 

not only helps the profession feel better about itself 
(and, therefore more motivated) but helps accomplish 

* Reduce or eliminate the negative effect of the 
stereotyped image of home economics. 

* Attract more people to the profession. 

Prerequisites for Effective Promotion 

1. Keep the promotion simple, cl ear, and easy to remember. 

2. Ge t the client’s attention , but also accomplish the 
promotional objective. Tne promotion should be 
interesting and entertaining, but not at the sacrifice 
of achieving its objective. 

3. The promotion should stress major selling pointy 
(benefits) that are important to the targeted client 
group " — For promotions with limited space or time, do 
not try to "squeeze in" as many points/benefits as 
possible, rather concentrate on those few points that 
will have the greatest impact. 

4 . The promotion must be tailored to a given client group 
while maintaining focus on the needs of and benefits 
for students. Even if similar promotion methods are 
used, what is said and particularly what is emphasized 
will often have to be different for each group. For 
example, a presentation for parents may have to 
emphasize different features and benefits of the Work 
and Family Life program than a presentation to the 
school board. 

5 "Two (or three, or more) heads are better than one. 

The concept of " brainstorming" to generate c reative 
ideas was developed by an advertising person. Join 
forces with other home economics teachers in your 
school, school district, vocational education planning 
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district (VEPD) / or OHEA district to come up with ideas 
for promoting your program — and to lighten the load on 
individuals. 



6. Some methods of communication are more effective than 
others. To no one's surprise, the most effective 
methods are those that take the most time and effort . 
For example, generally one-on-one, face to face 
communication is more effective than impersonal print 
or broadcast advertising. However, it is. critical to 
remember that various promotional methods are more 
effective at one stage or the other of an action plan 
to communicate/promote the new program. Promotional 
methods fall into three basic categories: 



* 



* 




* 



Methods to make clients aware of the program, 
achieving only a superficial understanding of the 
program: 1. e., its primary features . In most cases 
this is where "print materials" and print and 
broadcast news are most helpful. 

Methods to achieve a more thorough understanding 
of the program and. If possible, to "pre-sell" It ; 
i.e., to create a positive image of the program — 
enough so that clients will want to know more 
about it and will respond positively to further 
promotional efforts. 

Methods designed to successfully persuade the 
client to take the desired action (depending on 
what the objective is with that client group) . 
Usually personal promotion methods work best here. 



2.3 PROMOTION METHODS TO CONSIDER 

Below are some methods that have been and/or might be used to 
communicate persuasively with each of the major client groups 
identified earlier. Remember, however, that no one has a comer 
on the market of "great ideas." A "great" promotion idea is one 
that works! 

Each promotion method you use should be evaluated to determine 
how effective it was. One way to do this is to ask those who 
were targeted for the promotion — ask both those that accepted 
your offer and those who did not ; e.g., both those who decided to 
take your new class and some of those who chose other elective 
courses. This doesn't necessarily require a major research 
project, just ask a few students you see (its called a non- 
probability "convenience" sample). 
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1 . 



Methods to Achieve Awareness of the Program: 



These methods introduce (or reintroduce) your program, 
creating an important first impression. Be sure that 
impression is a good one! 



* NEWSLETTERS /INFORMATION LETTERS 

** Be careful to do this well to catch the 

target client group's interest and get them 
to read the copy. This is difficult to do, 
therefore: 

- do not try to say too much in one 
newsletter. 

Highlight major points. 

Do not try to use the same newsletter or 
letter for different client groups 
unless they have similar needs and 
interests . 



* BROCHURES 

** Keep the purpose of brochures in mind: to 

draw attention to the program, get client 
groups to ask questions, and get clients to 
keep for future reference. 

** Brochures are most useful as a descriptive 
vehicle. Simply and clearly describe the 
primary components of the program and 
resulting benefits to students. 

+ POSTERS 

** Use to draw attention to the program "on 

site." This method will be most useful with 
students and others who physically come to 
the school and, hopefully, will get them to 
ask additional questions about the program. 

** To be most effective, posters should be 

placed in "high traffic" areas around the 
school (cafeteria, near rest rooms, study 
halls, library, etc.), not just next to the 
home economics classroom. 

* BULLETIN BOARDS/EXHIBITS/DISPLAYS 

** Look for opportunities to display or exhibit 
at school, local shopping centers, community 
functions, etc. 

** Use an attention getting focal point to draw 
people to look at the display more closely. 

** Don't try to say too much with one display. 

* COPIES OF NEWSPAPER AND MAGAZINE ARTICLES ON THE 

WORK AND FAMILY LIFE PROGRAM IN HOME ECONOMICS 

** Display or send copies to selected client 
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groups to provide "legitimacy" to claims you 
have made in other promotional 
communications . 

** Use to update information you previously 
provided to client groups. 

PRESENTATIONS TO COMMUNITY GROUPS 

** The Work and Family Life program is a 

"natural" for a topic to present to various 
public and private community organizations. 

It is both new and interesting, and affects 
the community. 

** Offer to speak to public and private 
community groups such as Rotary Club, 

Business and Professional Women, Kiwanis 
(Kiwanis has a philanthropic focus on helping 
young children) . 

COMMUNITY LEADERS AS SPEAKERS FOR YOUR CLASSES 

** Give community leaders the chance to see your 
program up front--and a chance for you to 
further communicate the program to them. 

** Generate newsworthy coverage by the media as 
well as good "word-of-mouth" among several 
client groups including students. 

REPORTING OF ALL. MAJOR EVENTS AND ACCOMPLISHMENTS 

TO SCHOOL OFFICIALS 

** Communicate all important activities, events 
and accomplishments to: 

Principals and other school 
administrators 
Guidance counselors 
School board 

NEWSPAPER RELEASES /PUBLIC SERVICE ANNOUNCEMENTS ON 

TV AND RADIO 

** In general, keep these relatively short with 
the most important information first and the 
least important information last. You have 
very little control over the final copy, but 
people tend to "believe what they read, see 
and/or hear." (A sample news releases is 
included in Appendix C) 

SCHOOL P.A. SYSTEM 

** Take advantage of opportunities to use the 
school P.A. system with carefully crafted 
announcements . 
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Methods to "Pre-Sell” the Program: 



* INVITATIONS TO INTERESTED STUDENTS 

** Personally invite students to visit the 
department . 

** Send letter to student's home. (Parents may 
learn of this opportunity through the same 
vehicle. ) 

* REFERRALS FROM CURRENT STUDENTS 

** Ask current students to suggest names of 
prospective students : 

- Have your students personally invite 
them to attend a meeting. 

You invite them to a meeting via 
personal letter or verbal invitation. 

* REFERRALS FROM GUIDANCE COUNSELORS 

** Work with guidance counselors to get them to 
suggest your courses as good elective 
alternatives . 

** Encourage your students to share their 

perceptions of the value of the course with 
counselors . 

* REFERRALS FROM OUTSIDE SOURCES 

** County departments (such as human services , 
health, etc.) 

** Social service organizations 

** OSU Extension agents 

* NEWS MEDIA (MORE IN-DEPTH COVERAGE) 

** Offer to be interviewed by these shows or 
paper. The Work and Family Life program 
should be of interest. 

TV talk-shows 
Radio talk-shows 

- Newspaper interviews 

* CAREER DAY PARTICIPATION 

**. Promote the career components of the program. 

** Emphasize the benefits of learning to manage 
work and family responsibilities. 

** Feature the interdependence of work and 
family. 

* GUEST SPEAKING • 

** Offer to guest speak at high school or middle 
school student organizations not related to 
home economics, or to speak to elementary 
schools on topics related to the Work and 
Family Life program. 
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Involve students In the presentations. 



** 

* FHA/HERO ORGANIZATION 

** Increase the visibility of your program with 
FHA/HERO. 

Methods to Achieve Action: 



-CAUTION- It may be important to avoid the appearance 
of "hard sell" recruiting tactics. Some schools have 
regulations against direct recruiting. Therefore, the 
promotion methods below may have to be tempered in 
content — not overtly trying to persuade students to 
enroll in home economics courses, rather trying to 
provide more detailed "information" than was possible 
in other promotional communications such as brochures 
or newsletters. Students need enough information to 
make informed choices . 

* GROUP PRESENTATIONS (ORIENTATION MEETINGS, OPEN 
HOUSES, CONVOCATIONS, PTA/PTO MEETINGS, ETC.) 

Give details about the program and begin to 
convince students to enroll. Use selling aids 
such as: 

** Video tape presentation (showing some events, 
or a presentation about the program itself). 
** Slide presentation (with or without audio) . 

** Overhead transparencies (if well done can be 
as effective as the above — can help to make a 
very professional presentation) . 

* ONE-ON-ONE DISCUSSIONS DURING A SCHOOL OPEN HOUSE 
OR VISITATION DAY 

Use with freshmen who have not determined their 
program of 0 study, eighth-graders who are just 
beginning to think of what to take in high school, 
or sixth (or seventh) graders who are making 
middle or junior high decisions. 

** Be prepared to discuss benefits of the 
program from the student point of view. 

** Find out what the student's interests are 
that relate to your program. 

** Involve your current students. 

** Plan for discussions with parents, where 
appropriate 

* ONE-ON-ONE PERSONAL DISCUSSIONS DURING FREE TIME 
AT SCHOOL OR AFTER SCHOOL 

** Plan ways to reach students during study 
halls and lunch. 

** Plan a program of interest for students after 
school and include information about Work and 



